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 This research examines consumers’ intention to use e-money mobile that adapted from two prior variables of the TAM (Technology 
Acceptance Model). This study introduce additional variable that is awareness of service. The conceptual framework of e-money mobile 
is reviewed to understand behavioral intention of consumers from perceived usefulness, perceived ease of use, perceived behavioral 
control and awareness of service. Quantitative method is utilized as sources of data collection. A total of one thousand respondents are 
selected using stratified sampling method in Padang, Indonesia. Descriptive analysis and Multiple Regression analysis are conducted to 
analyze the data. The article ended with suggestion for future studies. 
 





 E-Cashis the first term for e-Money which was 
introduced in 1993 and eventually, it has become the 
basis ofDigiCashfor electronic payment system. 
Itwas founded by Dr. David Chaum as the pioneer of 
all of existing electronic payment systems. However, 
the United States wasthe first country to do online 
purchase in 1994 with American Mark Twain Bank. 
It was the first Bank in the world to issue “digital 
cash” according to DigiCash technology. According 
to U.S. Federal Reserve data, this payment system 
had been 90% of the total value of all transactions in 
electronic form in 1994. In the same year, this 
concept was adopted by Russia and Great Britain. In 
Russia, the first domestic chip card was Golden 
Crown system. Differently, a British company 
developed the world’s first “electronic wallet”. 
Consequently, the Bank for International Settlements 
(BIS) announced formal research on the electronic 
money market in 1996 regarding the idea of issuing 
electronic money by the central banks [9]. 
 In Indonesia, E-Money was introduced and first 
licensed by Bank Indonesia, the central bank of 
Indonesia. However, many consumers are still 
unaware of e-Money in terms of its function and 
transaction procedure. Limited knowledge on e-
Money has led the consumers to have different 
perceptions about e-Money. Besides, the integration 
of e-Money needs to develop while ATM card (debit 
card) and Credit Card have been earlier existed and 
accepted by consumers. Furthermore, limited 
interconnection or interoperability between issuers 
makes the consumers register for more than one 
account or card.The Security Threat Report 
2013 ranked the countries riskiest for Internet use, all 
with infection and attack rates above ten percent.  
Indonesia is ranked as the country with highest risk 
with 23.4%. However, another condition is supported 
for using e-money mobile in Indonesia by the total 
number for mobile phone users in Indonesia which is 
more than the entire projected population. The CIA 
(Central Intelligence Agency) report lists and ranks 
the countries with highest mobile phone users. This 
rank reveals that Indonesia is the third country in 
Asia and fourth country in the world in terms of 
highest mobile phone users until 2012. 
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 As a conclusion, the purpose of this study is to 
investigate consumer intention to use e-money 
mobile that adapted some variables from Technology 
Acceptance Model (TAM); perceived usefulness and 
perceived ease of use. Besides, awareness of service 
is another variable that has been added to be 
investigated related to the issue in Indonesia. The 
structure of this paper is as follows; start with the 
concept of e-money, theories that explain customer 
intention to use and acceptance of technology and 
awareness of service. Then it brief on the conceptual 
framework. Later, study hypotheses and presented. 
This is then followed by a discussion in methods 
used and data analyses. In addition, conclusion is 
discussed. Finally, implications and possibility for 
future research are outlined. 
 
Literature review: 
The Concept of E-Money Mobile: 
 Merlonghi [44] also stated that e-money has 
become a new innovation, as it has changed the 
traditional financial transactions. Generally, these are 
some definition of e-money that had been discussed 
in previous studies as follows; 
 
Table 1: Empirical Studies on E-Money. 
Authors Title Type of source Definition 
Kreltszheim 
(1999) 
Identifying the proceeds 
of electronic money fraud 
Australian Business 
Law Review 
E-cash (E-money) is not “cash'” in the same sense as 
physical cash, which can be transferred from hand-to-
hand by a payer to a payee without the intermediation of 
a third party. 
Geva and Kianieff 
(2002) 
Reimagining E-Money: 
Its Conceptual Unity with 
other Retail Payment 
Systems 
A Global Legal 
framework for E-
Finance Presentation 
and book of 
International Financial 
and Economic Law. 
The term “electronic money” or “e-money” is used to 
denote value paid in conjunction with a wide variety of 
electronic retail payment mechanisms, often described 
as “stored-value” products (“SVPs”). 
Allen and Overy, 
(2005) 
Commission consults on 
revision of the European 
electronic money regime 
Journal of Financial 
Regulation and 
Compliance 
E-money products are stored value or prepaid products 
in which a record of the funds or value available to a 
consumer is stored on an electronic device. 
Merlonghi (2010) 
Fighting financial crime 




Journal of Money 
Laundering Control 
The use of electronic money does not necessarily imply 
the systematic registration of information regarding the 
underlying transactions and the correspondent balances 
and electronic money can be spent also outside the 
traditional financial circuits and service infrastructures. 
 
 
Based on definition of e-money above, it can be 
summarized that e-money isgenerally a prepaid 
product or stored value where the customer can store 
the fund or the monetary value in an electronic 
device. 
 In Indonesia, e-Money was introduced to the 
public in 2007 with two types of product options 
such as chip based and server based (mobile) [3]. 
However, chip based e-money product is not 
accepted within the entire country, where such 
transactions are more applied in the big city. 
Considering the geography of Indonesia with highest 
number of islands in the world, e-money product 
based server or e-Money on mobile phone is more 
appropriate to reach every individual equally for each 
and very places in Indonesia. In conclusion, e-money 
mobile is stored value or prepaid product that is used 
mobile phone as the platform transaction for micro 
payments.     
 
TAM (Technology Acceptance Model): 
Behavioral Intention: 
 Behavioral intention reflects the possibility of 
adopted action of an individual consumer to a 
specific objective. The specific objective will 
measure how the consumers will use the system in 
future, recommend to their relatives, promote it, and 
make contacts between two parties in the future 
transaction. Behavioralintentions describe how a 
person behave in a specified way [43]. Even though 
many studies have discussed the behavioral intention 
as an antecedent that has the most powerful 
adherence to the actual behavior, but it may not truly 
reflect the actual behavior in the future. Some ofthe 
results related to these studies on behavioral intention 
and the antecedents regarding TAM are shown in 
Table 2 below. 
 
Perceived Usefulness: 
 Perceived usefulness is defined as “the degree to 
which a person believes that using a particular 
system would enhance his or her job performance”. 
Perceived usefulness allows the userbelieve that the 
existing technology can yield positive relation of user 
performance. It can be a better factor to predict the 
consumer’s acceptance of the technology and can 
affect the behavior of information usage. Many ofthe 
previous studies have tested perceived usefulness on 
consumers’ acceptance to use a new technology on 
many variables.It has been reported that  perceived 
usefulness supports and positively influences the 
intention to use online banking [38]. In another 
study, the perceived usefulness has been found to 
have positive and direct effect on the adoption of 
Internet Banking. 
 The previous studies had discussed the impact of 
perceived usefulness in various setting as below. 
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t-commerce √ √ √ √ 
- Trust 
- Normative Believe 
- Subjective Norm 
Yung & Jeff (2012) mobile TV √ √ √ √ - Subjective Norm 
Hong-bumm, 




√ √ √ √ 
- e-trust 
- Subjective Norm 




√ √ √  
- Cognitive 
involvement 




√ √ √ √ 
- Perceived Web 
Security 
 
Table 3: Previous study on perceived usefulness. 
Researcher Topic Respondents 
Igbaria, Guimaraes& Davis (1995) Micro computer 214 MBA 
Iqbaria, Zinatelli, Cragg&Cavaye (1997) Personal computing 358 user in small firms 
Hsu & Lu (2004) Online game 233 users 
Gefen et al. (2003) Online shopping 179 students 
Wu & Wang (2005) m-commerce 310 users 
Tero et al. (1999) WWW 1370 users 
Liao, Shao, Wang & Chen (1999) I-Banking 232 Web user 
Source: Gu, Lee &Suh, 2009. 
 
Perceived Ease of Use: 
 Perceived ease of use is defined as “the degree 
to which a person believes that using a particular 
system would be free of effort”. Perceived ease of 
use describes how the users avoid a system 
considering the difficulty level and   performance out 
of their effort while using the system.In perceived 
ease of use, a person’s acceptance to use the systems 
is proved by the free of effort of the system. It has 
been proposed as one of the variables in technology 
acceptance model (TAM) that has been proved in 
many of the previous studies. Along with another 
variable, perceived usefulness, it has become key 
indicators affecting behavioral intention. 
 The perceived ease of use describes that the 
system will be easily operated by the consumers. 
This concept evaluates how the consumers go 
through the system to operate it conveniently and 
understand the contents easily and quickly. There are 
a fewstudies that found the effect of perceived ease 
of use on the technology acceptance  in  e-commerce 
Gefen and Straub,  on consumer use of the Internet 
[45].these are some of the results from the previous 
studies on perceived ease of use. 
 
Table 4: Previous study on perceived ease of use. 
Researcher Topic Respondents 
Iqbaria, Zinatelli, Cragg&Cavaye (1997) Personal computing 358 user in small firms 
Igbaria, Guimaraes& Davis (1995) Micro computer 214 MBA 
Suh& Han (2002) I-Banking 845 users 
Pavlou (2003) e-commerce 155 customers 
Gefen et al. (2003b) Online shopping 317 users 
Heijden (2004) Movie site 1144 users 
Ong et al. (2004) E-learning 140 engineers 
Source: Gu, Lee &Suh, 2009. 
 
Awareness of Service: 
 Awareness is the first step for consumer to adopt 
or reject of an innovation [55]. Some previous 
studies had discussed awareness of service in various 
setting. Sathye [55] had proposed awareness of 
service for Internet banking (IB) adoption in 
Australia that argued awareness of service and its 
benefits has significantly influence to the intention of 
Internet banking (IB). Besides, he emphasized that 
the most relevant customerin the rapid of 
development in market of Internet Banking (IB) are 
the young, educated, and wealthy groups of 
customers.Some previous studies also discussed in 
different countries such Turkey and Malaysia. 
According to Polatoglu and Ekin, the awareness level 
among consumers are the greater factor for more 
banks in Turkey that offer for Internet banking 
service that had been the higher number in  Internet 
banking adoption. However in Malaysia, the actual 
use of consumers were only 23% have had some 
Internet banking experience even though the 
awareness level is high. As the result, Banks is 
necessary to create an advertisement to attract the 
consumers on usefulness and ease of use on website 
of Internet banking so that, they have an awareness 
on the products. Furthermore, there is surprising 
degree of lack of awareness among these customers 
in UK with just few users want to open their Internet 
accounts. The reason comes on surprising statistic on 
Banks that just only found 12 banks that offering on 
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Internet banking service where this is less than 10 per 
cent of banks that exist in the UK.  
 
Framework and Hypothesis: 
Based on the conceptual framework above, the 
following hypotheses were developed; 
H1: There is no relationship between perceived ease 
of use and perceived usefulness  
H2: There is no relationship between awareness of 
service and perceived usefulness 
H3: There is no relationship between perceived 





Fig. 1: Conceptual Framework. 
 
Operational Definition: 
The definitions of variables in this study are as 
follows: 
1. Consumers’ intention to use e-Money mobile 
ishow they use the e-Money mobile in future, 
recommend to their relatives, promote it, and make 
contacts between two parties in the future transaction 
that they will do. 
2. Perceived usefulness infers how the user 
believes the existing technology would make positive 
relation in terms of user-performance. 
3. Perceived ease of use is an issue where the users 
avoid a system which is hard to use and consider its 
performance out of their effort when using the 
system. 
4. Awareness of service is knowledge  or 
understandingthat services existing. 
 
Methodology: 
 According to Sekaran and Bougie [58], the 
population is a group of people, events, or thing that 
can be investigated. The sample of this study is the 
bank customers in Medan, Indonesia.  Medan is one 
of the largest consumer markets in Indonesia. It will 
take a total of one thousand respondents [53]. 
Respondents will be selected using stratified 
sampling method and questionnaire will distribute in 
selected banks around Padang, Indonesia.Primary 
and secondary data were used in this study. Primary 
data is first source data directly from the source [15]. 
For the purpose of this study, cross-sectional field 
work study using questionnaire is the most 
appropriate method of data collection since this is 
social process study [1]. Primary data will be 
collected directly using questionnaires which be 
distributed to the samples. By doing survey method, 
more socioeconomic variables can be included in to 
the questionnaire. This data will include the 
consumers’ intention to use e-money. Multiple 
regression and mediation test will be used to test the 
develop hypotheses. 
 All construct will go through validity and 
reliability test.Each instrument will be considered 
reliable if it can measure what it wants to measure 
[48]. A proposed instrument is listed in the Table 2.3 
below:  
 
Table 5: Instrument of the Study. 
Authors Titles Variables 
Giovanis, Binioris and 
Polychronopoulos (2012) 
An extension of TAM model with IDT and 
security/privacy risk in the adoption of internet banking 
services in Greece 
Perceived Usefulness 
Perceived Ease of Use 
Sabah Abdullah Al-Somali _, 
RoyaGholami, Ben Clegg 
Internet Banking Acceptance in the Context of 
Developing Countries: An Extension of the Technology 
Acceptance Model 
Awareness of services and its 
benefit 
Moon and Kim (2001) Extending the TAM for a World-Wide-Web context Behavioral intention to use 
 
Conclusion and limitations of study: 
 This study tries to adapt the TAM theory with 
the additional awareness variable into the theory in 
order to understand the consumer intention to use e-
money in Indonesia. The awareness of product and 
services is very crucial to the success of acceptance 
and adoption of product and services. Without 
awareness of product and services definitely 
consumer still doesn’t know the existence of product 
and this has been shown in the study conducted by 
Bank Indonesia. From AIDA Model, awareness is 
the first step before it moves into the final action 
from consumer that is action in term of trial or 
purchase.This is just a conceptual study to 
understand the general idea of consumer intention to 
use e-money in general. This study will select the 
respondents that have experiences in online purchase 
and some internet Banking. The limitations as well as 
the possibilities of creating new paradigm on new 
alternative transaction in the current business 
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environment and might be guided issuers to use the 
right strategy in order to attract more consumers to 
use the e-money transaction and increase user 
acceptance by improving implementation system. 
Futures research should incorporate more variable 
and sample in the study since consumer are quit 
homogeneous in nature. Furthermore, this study can 
highlight on other relevant variables to explain 
intention to use e-money. The study should be a basis 
to explore more on e-money related study. The 
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